CUSTOMER ENGAGEMENT MASTERCLASS
Why CRM is the New ERP:

Using Customer- Centﬂc Bl to Improve Operational Decisions
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Welcome Webinar Attendees

Your GoToWebinar Attendee Viewer is made of 2 parts:

1. Viewer Window

&8 GoToWebinar Viewer

2. Control Panel

[=IBIx]

G'OToMeeting“’ “““

GoToWebinar Sneak Peek
https://www.qotomeeting. com/register/317446243
Webinar ID# 317-446-243
Dial (605) 772-3434, attendee access code
158-152-038

Golo\/Vebinar™
¥ Question and Answer 3
Question and A&nswer Log

Welcome to the GoToWebinar Sneak Peek,
please dial into the conference call now.

Now with GoToVVebinar-

Webinars and Online Meetings Made Easy

Call (800) 372 6207 for a free trial
Enter a question for the staff:

Type your question
here

|l “ Follow today’s webinar discussion on Twitter, #CustEngageRT
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example, not only ke but also sets
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[CE— Advertising, Marketing and Corporate Communications for Ralph Lauren, the brand stays
fouchPants TV relevant by leveraging interactive marketing strategies in-store, online and via mobile. Lauren
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Panelists

Speaker
Moderator Scott Pearson
- Andrew Gaffney CEO
Editorial Director Retaligent,

Retail TouchPoints a Raymark company

Speaker Speaker

Danya Rielly Will Roche

Business Analyst Senior Vice President
Raymark Raymark
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*The evolution of retail

*What IS customer-centric retailing?

*Why CRM, not ERP, should be at the core of your enterprise i“
*Value of obtaining a 360° view of the customer ,
*Best practices for implementing clienteling into a customer- ’\b

centric approach
*Benefits of incorporating customer metrics into all areas of the = \#

retail organization
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Retail in the 20th Century

Age of the customer

Empowered buyers
. demand a new level of

e \ customer obsession.
\

Age of information

\

Connected PCs and .
supply chains mean
' those who control

. information flow

» dominate.
Age of distribution

\ Global connections and *,
v transportation systems
v make distribution key.

Contenders
. include Facebook,
\ IBM, Best Buy,

Amazon.com, Google, «  and Apple.

Age of manufacturing *_ Intuit, MBNA "

Mass manufacturing N
makes industrial
powerhouses successful.

Walmart, Toyota, *
UPS, CSX

Ford, RCA, GE, \
Boeing, P&G, b
Sony \

Forrester: Competitive Strategy In The Age Of The Customer by Josh Bernoff



The Age of Manufacturing
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The Age of Distribution

Age of distribution

\ Global connections and *,
v transportation systems
v make distribution key.

Age of manufacturing *

Mass manufacturing A
makes industrial
powerhouses successful.

Walmart, Toyota, '
UPS, CSX
\ £
Ford, RCA,GE, ' %
Boeing, P&G, ' 9
Sony \

Forrester: Competitive Strategy In The Age Of The Customer by Josh Bernoff
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The Age of the Customer

Age of the customer

—— Empowered buyers
. demand a new level of
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Shopping Around
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The Power of Reviews

0
82%
consumers say that
their purchase decisions

have been directly

influenced by reviews.

Deloitte Consumer Products Division



The Customer is in Control




Cultivating Learning Relationships

“TIZETTT | The more the customer teaches
e e | L€ COMPANY, the better it can
provide exactly what he wants.

The Experience Economy, B. Joseph Pine ],
James H. Gilmore




What’s the Difference?

Product-focused Customer-centric

Sales Pitch Clienteling

Siloed Organizational Collaboration
Structure
Personal Communications
Mass Marketing

Precise Metrics
Abstract Metrics
Pull
Push
Bottom-up Design
Top-down Design
Flexible
Rigid
Custom
‘One Size Fits All"
CRM and Bl-centered

ERP-centered Architecture Architecture
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tven in a negative economy, customer experience is a

nigh priority for consumers, with 60% often or always
O NSRS | NS e X Dell8NCe.

Source: Harris Interactive, Customer Experience Impact Report
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Customer-centric Collaboration
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The End of I\/Iass I\/Iarketmg

fconsumers nave or are

considering abandoning a brand
altogether because of irrelevant e-mail
and junk mail.

CMO Council Study, 2009




You Can’t Manage What You Can’t Measure




The Stretch

Stay flexible 5
and
adaptaple

tO customer
demands




What’s the Difference?

Product-focused Customer-centric

Sales Pitch Clienteling

Siloed Organizational Collaboration
Structure
Personal Communications
Mass Marketing

Precise Metrics
Abstract Metrics
Pull
Push
Bottom-up Design
Top-down Design
Flexible
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Custom
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The Customer-centric Retail Ecosystem

POS; Mobile POS

E-commerce

Workforce Management

Operations

Service Management

B2B Sales

Planning

Marketing
Clienteling

Consumer Mobile: SMS, Apps

Customer
cngagement

Loyalty Digital Signage

Social Media: Facebook, Twitter,
Other (Pinterest, Blogs, Forums,
Google +, Foursquare, Flickr)

Replenishment

Merchandising

Assortment Planning

Space Planning




The Customer-centric Retail Ecosystem

POS; Mobile POS
F-commerce

Workforce Management

Operations

Service Management

B2B Sales




Personalized Product Recommendations

Jane,

You'll just love this

bracelet!

It matches the earrings y
you recently purchased. /"




You Can’t Resist!
"The aim of marketing is
" 10 know and

N Understand the
| customer so well that

§ | the product or service
B 11ts Nim and sells itself”

!

Peter Drucker



The Customer-centric Retail Ecosystem

Planning Replenishment

Merchandising

Assortment Planning Space Planning




Personalization




Merchandising Challenges

The number one business
challenge facing retailers today
1s underperforming inventory,
followed closely by out of
stocks.

RSR Research 2011 Merchandising Study



The Customer-centric Retail Ecosystem

Marketing
Clienteling

Consumer Mobile: SMS, Apps

Customer
cngagement

Loyalty Digital Signage

Social Media: Facebook, Twitter,
Other (Pinterest, Blogs, Forums,
Google +, Foursquare, Flickr)




Before the Sale

At a Glance Day Planner Performance
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Client Profile
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Up-sell/Cross-sell

Preferences
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During the Sale




After the Sale

Virtual Closet Offers/Promotions

Ecommerce Social Networking

‘\
SALE STARTS TODAY
50-75% OFF

-~

tl Carrier = 1122
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Client Profile
Store Events




Closing the Loop
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Shopping time of day, day of week

Customer Metrics

all frequency

Call category
Issue resolution rate
Optimal communication channel
Campaign response

Interaction with consumer-facing
applications: kiosks, mobile apps, social
media — time spent, activity, pageviews

Outreach sales

E-mail opens, bounces, clicks, forwards,
unsubscribes

Opt-in/out channels and
communication preferences

Social media presence: reach/Klout,
likes, mentions, Frequency



What to Look For
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Garbage In, Garbage Out

STORAGE

COLLECTION

CONSISTENCY
MANIPULATION




R S
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Assess your current state
Determine your vision, goals and objectives
Make your plan

System selection, technology change
Cultural change, organizational alignment,
responsibilities and rewards
Implementation, execution
Measure, refine
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Thank You for Attending

* Download this presentation at RetailTouchPoints.com:
— http://rtou.ch/cem-part-2

* Contact Today’s Speakers:
— Danya Rielly, Business Analyst, Raymark
edrielly@raymark.com

— Scott Pearson, CEO, Retaligent, a Raymark Company
- spearson@retaligent.com

— Will Roche, Senior Vice President, Raymark
- wroche@raymark.com

retail
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To see what customer-centricity looks like from
yOour customer's perspective, check out our
[atest video on www.raymark.com

Retailers, listen up!

A c:us’[omeu iricity story.
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